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Sport is a special market, with easy participation, short consumption period 
characteristic. Many companies invest in this, for direct sales or marketing. With the 
development of emerging technologies, mobile internet, social network has deeply 
affect people's lives, and also will cause the sporting goods and other traditional 
enterprise deep change. This paper think it is a great opportunity to enterprise to start 
up a business, so that develop the business plan.  
The paper analysis the market demands of the enterprises and the individual 
consumers. And analysis the detailed demands of consumers according to a market 
research. Base on the development idea of combination software platform and 
hardware, the paper raised that the company will provide social network mobile 
Internet Application and software platform, and provide hardware product such as 
smart wearable devices.  mobile he business plan put forward a plan to develop both 
software and hardware and will provide social network mobile Internet Application 
and software platform with Location Based Service, and provide hardware product 
such as smart wearable devices. Furthermore, the paper elaborate the market space 
and prospect, the competition strategy based on Michael Porter's Five Forces Model, 
the marketing strategy and business model, the business vision and operation plan. 
Finally, the paper make a finance analysis and financing programme. According to the 
estimation, we need 400000 Yuan as initial investment to start-up, and two cycle 
financing to achieve breakeven in the 6
th
 quarter and gradually develop healthily. 
Through developing the business plan, we tease the business ideas and verify the 
feasibility to make early preparations. This paper also can be a reference for 
entrepreneurship research and venture practice. 
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营收从 2011年的 89亿下降到 76亿，原本计划开 10000家门店，到 2011 年只开
了 8665家，2012年更关掉了其中的 590家②。而安踏的处境只是体育用品行业
的一个缩影，更多的企业面临困难和调整。 
另一方面，2008年中国电子商务交易额 29000 亿，2012年达 81000亿。2012
年中国智能手机保有量达到 3.6亿，增速为 80.0%，智能手机得到进一步普及③。
新技术的发展和应用正在极大的改变着人类的生活。2004年 Facebook上线，2012
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图 1-1 蒂蒙斯创业过程模型⑥ 
                                                             
④
资料来源：孙陶然. 创业 36 条军规[M]. 中信出版社，2012. 
⑤
资料来源：（美）杰弗里·蒂蒙斯，小斯蒂芬·斯皮内利著，周伟民，吕长春译. 创业学（New Venture Creation）. 
人民邮电出版社 2005 第 6 版第 31 页 
⑥
资料来源：（美）杰弗里·蒂蒙斯，小斯蒂芬·斯皮内利著，周伟民，吕长春译. 创业学（New Venture Creation）. 
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